


ACS iaenuinsne 


short 
oma, 
fer- 
Chi- 
Or- 
ador 
nual 
Ni- 
oCia- 
ught 
a. 

















—_—— 


















serve the Pittsburgh area cooper- 

ated last month with Ruud Manu- 
facturing Co., in the presentation of a 
home laundry show that was attended 
by more than 700 plumbers, dealers, 
architects, builders, home economics 
teachers and representatives of utilities 
and LP gas companies. 

“Our purpose,” said A. B. Cameron, 
Ruud president, “is to prove that the 
high-temperature requirements of the 
automatic washer are best met by a gas 
water heater of high Btu input that can 
supply hot water at a 160° washing tem- 
perature, continuously—for load-after- 
load-after-load—all day, if necessary.” 

The laundry show, a major feature of 
Ruud’s 1954 sales program, was pre- 
sented in Pittsburgh in cooperation with 
Equitable Gas Co., Peoples Natural Gas 
Co., and Manufacturers Light & Heat 
Co. Previously, it had been presented in 
key cities of the service areas of Ohio 
Fuel Gas Co. and East Ohio Gas Co. 

“We have found that the 3-load actual 
demonstration with temperature dials in 
full view of the audience is tremen- 
dously effective,” Mr. Cameron said. 
“We are urging our dealers everywhere 
to install similar appliance demonstra- 
tion groups on their sales floors.” 

The automatic home laundry has cre- 
ated new revenue sources for gas com- 
panies, Ruud executives have agreed. In 
line with the views of some laundering 
authorities, best results are obtained 
when water is at higher-than-usual tem- 
peratures. The Ruud-gas companies 
show emphasized that sales point. 

The feature was the actual operation 
of a gas water heater of average input, 
25,000 Btu per hour, and a small Ruud- 
Monel automatic gas water heater of 
higher input, 42,900 Btu. Each supplied 
hot water to a Whirlpool automatic 
washer for 3 loads of clothes washed 
during the 2-hour show. The Ruud unit 
maintained a washing temperature 
higher than 160°; the temperature of the 
water from the average-input heater fell 
off after the first washer load. 

The washed clothes were dried in a 
Whirlpool automatic gas dryer during 
the show. A fashion parade presented 
models wearing similar garments of cot- 
ton, nylon, acrilan, orlon and dacron. 

The Ruud home laundry show will be 
presented during the Spring months in 
Detroit, Buffalo, Chicago, Cincinnati, 
Washington, Baltimore, Kansas City 
and New Orleans. Other cities will be 
announced l/ater. 


Tx 3 natural gas companies that 
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Ruud and Utilities Hold Laundry Shows 
Promoting High-Temperature Water 











DISPLAY MATERIAL, right, emphasizing the 


advantages of gas in domestic water heating 
was shown to the Pittsburgh audience. 


DEALER RELATIONS MANAGERS at the Pitts- 
burgh laundry show: C. Miller, Manufacturers 


OPERATING APPLIANCES on the stage, 
above, for the Pittsburgh laundry show. 
Temperatures were indicated for the audi- 
ence on the 3 dials above the washers. 


FRANK A. McFERRAN, left, general sales 
manager, Ruud Manufacturing Co., was mas- 


ter of ceremonies. 





Light & Heat Co.; W. Cullen, Peoples Nat- 
ural Gas Co.; G. Smith, Equitable Gas Co. 
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Seriousness of Gas Industry Situation 
Demands Immediate and Urgent Action 


HE New England gas utilities were 
asked to “Crack the whip” over the 
appliance manufacturers by Shel- 
don Coleman, 
president, Gas 
Appliance Manu- 
facturers Associa- 
tion, and presi- 
dent, The Cole- 
man Company, 
Inc., during his 
address to the an- 
nual NEGA busi- 
ness conference. 

“Extend coop- 
eration to those 
[manufacturers] 
who meet the 15-point blue print in the 
Gas Industry Development recommen- 
dations,” he urged. Those recommenda- 
tions spelled out what the manufacturers 
should do and every manufacturer can 
qualify, he noted. It is a matter of earn- 
ing the right to cooperation from the 
utilities, in Mr. Coleman’s opinion, and 
those manufacturers who earn rewards 
should have them—that is not consid- 
ered as favoritism. 

The Gas Industry Development plan 
“doesn’t mean a thing until it becomes a 
living part of the fabric of a company— 
manufacturer and utility,” Mr. Coleman 
stressed. 

He cited the case of his own company 
and recalled that the flash-reaction, on 
reading the 15 recommendations for 
manufacturers, was, “We’re doing that!” 
Upon analysis, under the question, “Are 
we really?” he found that they were not 
actually meeting one of the 15 points. 

“There is not a utility or manufac- 
turer that is living up to that plan,” Mr. 
Coleman stated. “I am pleading with 
you, as individuals—take hold of the 15 
points and do something about them!” 

The alarmists who regard the natural 
gas reserves of the United States as hav- 
ing a short period of dependability were 
characterized as “talking through their 
hats” by Mr. Coleman. 

“I cannot get very worried about our 
supplies as long as we find new gas faster 
than we use it,” he said. He deplored the 
practice by cynics, critics and competi- 
ton in dividing the latest total of proved 
natural gas reserves by the latest annual 
total to establish the years-of-reserves in 
the ground. Mr. Coleman, who also is a 
natural gas producer, said that he looked 
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Sheldon Coleman Pleads With 
Utilities and Manufacturers 
To Face Facts—Unite—Fight 


confidently to Canadian gas reserves, “as 
an anchor.” 


“The year 1953 saw our gas industry at- 
tain new heights in all quarters of its opera- 
tion. In these accomplishments are many 
direct benefits for the New England gas in- 
dustry. 

“For example, during 1953 natural gas in 
important volume was delivered to Massa- 
chusetts, New Hampshire and Connecticut, 
augmenting supplies in such cities as Bos- 
ton, New Haven and Hartford. 

“Rhode Island received its initial supply 
of natural gas last year. 

“There is a proposed extension of a pres- 
ent line which would bring natural gas into 
Maine. 

“The gas utility industry, in general, is 
cptimistic for the future—there is no doubt 
but that production, sales and customers 
will progressively establish new annual rec- 
ords for many years to come. There is no 
doubt but that New England can accelerate 
the growth of its own gas industry, and es- 
tablish at least the same rate of growth as 
does the overall gas industry. 

“The physical attributes which are now 
inherent in the gas industry in New Eng- 
land set the stage for the future. 

“All too often, too many components of 
the gas industry are oblivious to where 
they’re going—but are so pleased with 
where they have been that they continually 
look backwards and assume an air of com- 
plete satisfaction as they view a historical 
record of mounting Mcf and dollar sales, 
and of the ever-mounting number of gas 
customers served. 


Dangers of complacency 

“Yes, if we look at past performances it 
is easy to become complacent. It is easy to 
make a surface’ analysis of a statistically- 
favorable performance. It is easy to do a 
little chest thumping. It is easy to take a 
measure of complacency from a statistical 
record which stamps the gas industry as 
one of America’s fastest growing industries. 

“But, as an industry, we must spend 
more time in looking ahead than in looking 
backwards. 

“Don’t get me wrong. I have a tremen- 
dous amount of pride in being a part of an 
industry which has established such an en- 


viable record of achievement. But I would 
have no pride in being a part of an industry 
that would allow itself to be lulled into a 
false sense of security and become content 
to just stand on that record. 

“It is no crime to look backwards. That 
is why most industries, our own included, 
maintain detailed statistical programs. 
These historical figures are essential to the 
conduct of our businesses. But records of 
past performance reach their peak of value 
only when they are analyzed and tailored 
into information which will enable us to 
operate effectively in the present and to se- 
cure the future. 

“There are no two industries more 
closely inter-related than are the gas utility 
industry and the gas appliance manufac- 
turing industry. Neither of these industries 
could view the long term future as secure if 
they had to stand alone. Together they can 
be a potent force—not only maintaining, 
but increasing their prestige——and bettering 
their position in the Nation’s economy— 
and today they are ranked as America’s 
sixth largest industry. 


In the domestic range competition, the cur- 
rent situation is 1.2 gas-to-1.0 electric. 


Put aside petty grievances 

“So it must be thoroughly recognized by 
each and every gas utility and gas appliance 
manufacturer that our mutual fortunes lie 
in our ability to work together; in our 
ability to mutually solve mutual problems; 
and in our willingness to put aside petty 
grievances. 

“The question is this: How, when we rec- 
ognize that our two industries are both 
inter-related and inter-reliant, do we ex- 
plain two totally different sales curves? 
How is it that we find progressive and size- 
able increases in fuel gas sales, and find a 
stagnant or declining sales curve when we 
talk of our two principal kitchen appli- 
ances, the gas range and gas-refrigerator? 

“The competitive battle which we are in, 
gas vs. electric, is equally, if not more, a 
battle of the fuels rather than a battle of 
the appliances. 

“The immediate stake—the prime target 
of electric competition—is the kitchen load. 

“From the utility viewpoint, the market 
is selective—the consumer can make a 
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choice of what fuel he wants in the kitchen, 
the laundry, or in the basement. 


Oil heating in domestic installations is gen- 
erally accompanied by electric kitchens, Mr. 
Coleman has found. However, gas heating is 
usually accompanied by gas kitchens. 





“From the manufacturers’ viewpoint, we 
are in a highly competitive buyers market. 
Whatever appliance we happen to be sell- 
ing, the customer can also be selective—se- 
lective on fuel, price and model. 

“If there is any complacency in the gas 
utility business brought about by attractive, 
annual volumes of gas sales—lI’d like to 
know how much of the gas load is used for 
residential cooking. I'd like to see if those 
figures present the same optimistic trend 
as do the average utility’s overall sales fig- 
ures. 

“Those very same figures which can pro- 
vide a basis for complacency will not do so 
if we subject them to further analysis. 
Those same figures are sounding a warning 
note—they show definite trends. They are 
demanding a call to action. 





“Those are not just words—they are 
backed up with facts. 

“Compare the U. S. Census of Housing 
figures on gas cooking in urban territories 
. the cities and towns of the Nation. 


No gas connections 


“Maybe there’s complacency in noting 
that gas cooking in these urban territories 
was at a then all-time high in 1950. But is 
there any complacency afforded in noting 
that if we compare these 1950 figures with 
the 1940 Census data, that our percentage 
of the total homes cooking with gas has 
dropped, slightly—and then noting that 
electric cooking in towns and cities has 
more than tripled! 


A new housing development of 170 homes in 
one of the cities in the current 10-cities test pro- 
gram has no gas connections. Mr. Coleman re- 
vealed that it had been “assumed” but investi- 
gation revealed the entire project had been lost 
to competition. 


“An American Gas Association study of 
the new homes built in 1950 alone offered 





INVENTORY 


IN his Inventory for Action, Sheldon Cole- 
man asked the gas industry a series of ques- 
tions, while addressing the New England Gas 
Association’s annual meeting, late last month: 


Do we have the fuel? 

Do we have the products? 

Do we have dynamic leadership? 

Do we have the technical know-how? 

Do we have the markets? 

Do we have the industry sales programs? 
Do we have public relations? 

Do we have sales training programs? 

Do we have opportunities? 


After answering each question affirma- 
tively, Mr. Coleman said, “. . . it is not a 
question of whether or not we have them— 
it is a question of whether or not we use 
them.” 

Then, facing facts frankly, Mr. Coleman 
said that the inventory also “uncovers that 
which we are lacking.” 

He asked other questions, in that connec- 
tion, and gave rounded answers to them. 

“How about our sales forces? Are they 
adequate in numbers, and adequately 
trained? We know that for the country as a 
whole gas utility sales forces are only a frac- 
tion of what they were before the war. We 
know that manufacturers, in many cases, do 
not maintain a sales force sufficient to thor- 
oughly and continually cover all territories— 
and to take care of many dealer problems. 

“Do we have competitive spirit? The an- 
swer to that is that we must have it, for we 
are in a competitive market and vying for 
business which our competitors want... . 
It's not a question of whether we have com- 
petitive spirit—it's simply that we must have 
it. 

“Do we have sufficient advertising and 
sales promotion? My personal thinking is 
that from an overall viewpoint we have an 
effective national advertising program spon- 
sored by AGA and we also have a wealth of 
sales promotion programs sponsored by AGA 





FOR ACTION 


and GAMA, as well as a constant flow of 
product publicity from GAMA headquarters, 
to the Nation’s press. We also have a num- 
ber of manufacturers maintaining national 
advertising programs. What we do need is 
more pointed advertising and sales promo- 
tion at the local level. Only the individual 
utilities and individual manufacturers can 
provide these activities. Only they have the 
answer as to whether or not they are doing 
sufficient advertising and sales promotion at 
the point of sale. 

“We are also lacking in our knowledge 
of local markets. In formulating the Action 
Program for Gas Industry Development, we 
were continually handicapped by the com- 
plete lack of local market data as well as a 
lack of certain basic national data. The 
lack of this information leaves us not only 
vulnerable to competition, but leaves us un- 
equipped to meet that competition. If we 
are going big-game hunting, let’s be armed 
with elephant guns—not pea-shooters. The 
lack of this basic marketing information is in 
its initial state of being recognized.” 

Mr. Coleman emphasized that there is no 
place for complacency. 

“The true facts will not permit us to be 
complacent,” he said. ““We have strong points 
and we have weak points . . . as long as 
we have those weak points, and as long as 
we permit them to remain weak we are 
vulnerable to competition—we are exposing 
our Achilles heel. 

“We are the Nation’s sixth largest in- 
dustry. ... We have all the essentials to 
maintain and improve that position. But we 
must be willing to take corrective measures 
wherever necessary. 

“Let us all, both manufacturers and utili- 
ties, pay more than lip service to our in- 
dustry programs. Let us accept the challenge 
and attack the future together. 

“We can't wait forever. Time is at a 
premium. Let's take action . . 
tion . . . unified action now.” 


. unified ac- 











conclusive evidence that 200,000 of thes: 
new dwelling units built not only within 
gas utility franchised areas, but in mar 
cases right on gas lines, were never con- 
nected for gas service. 

“Is there any complacency afforded in 
noting that we are adding residential gas 
customers at the rate of about a million a 
year—and now serve about 32,000,000 
utility and LP gas homes—and that this 
ever-expanding new and replacement mar- 
ket still finds gas range sales at or below 
1941 volumes? 

“Are we agreed that the gas utility needs 
a balanced year-round load? That their op- 
eration would become hampered and made 
economically impossible if their kitchen 
load were lost? 

“Are we agreed that there should and 
must be a balanced relationship between 
gas customers and gas appliance sales? 

“If we are, then we can answer the ques- 
tion: 


“The gas industry is out of balance. 


“That, to my way of thinking, is the an- 
swer to our question. But just knowing the 
answer is not enough. The answer phrases a 
multiplicity of problems which we must 
solve. 

“We are not the first to recognize our in- 
dustry as being out of balance. That was 
done more than a year ago by two com- 
mittees known now as the Gas Industry De- 
velopment committee of Gas Appliance 
Manufacturers Association, and the Gas 
Industry Development committee of Amer- 
ican Gas Association. Both of these com- 
mittees are comprised of most capable, top- 
level executives . . . recognized leaders 
in the gas utility and gas appliance manu- 
facturing industries. 

“After months of detailed study, and 
countless meetings both separately and 
jointly, these two committees evolved the 
Action Program for Gas Industry Develop- 
ment. 

“These industry leaders were not willing 
to view this program as merely another set 
of recommendations. They regarded it as so 
important to the future of our two indus- 
tries, that they personally took the show on 
the road and presented it separately, under 
separate sponsorship, to utility and manu- 
facturer executives. 

“This program is geared to put our in- 
dustry back into balance. It tells what each 
utility and each manufacturer must do to 
protect its interests and long term future. It 
pulls no punches—it makes no effort to 
close its eyes to the faults or unsound prac- 
tices of our respective industries. 

“It places the demand for corrective and 
effective action squarely on the shoulders of 
the only ones who can carry the program 
through to successful completion—the in 
dividual gas utilities and individual gas ap 
pliance manufacturers. 


Electric water heaters, despite their operc 
tional and economic disadvantages, are showing 
3 times the sales-growth rate of automatic gos 
water heaters, Mr. Coleman said. 





Industry development essential 
“Your industry leaders, at your reques' 
have provided the strategic program an 
embodied it in the Action Program for Ga 
Industry Development. They have indoctri 
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ited many other industry leaders who are 

it on the firing line. 

“But, is every industry leader indoctri- 

ited? Is every industry leader industry- 
minded, with full realization that this mat- 
ter of bringing our respective industries 
back into balance can only be accomplished 

y complete, universal adoption and ex- 
ecution of each and every point in the ac- 
tion program? 

“The Action Program must succeed. Our 
nutual futures will be successful only to 
the degree that the Action Program is suc- 
cessful. 

“The Action Program has received a lot 
of backing. Acceptance of this program will 
destroy any complacency, for this program 
is based upon fact. 

“The Action Program has also received 
a lot of lip-service. Lip-service is a valueless 
commodity. Mere words will not solve our 
present and future problems. But well-di- 
rected and well-conceived action will. 

“The answer as to the degree of success 
which our two industries will attain in the 
future lies with you and your counterpart in 
the gas appliance manufacturing industries. 

“Every gas utility and every gas appli- 
ance manufacturer has had the opportunity 


to review this Action Program. There has 
been ample time for each one of us to put 
some of the recommendations which it in- 
cludes into operation. 

“Have we done this? Only you can give 
us the answer. 

“Restoring our respective industries to 
proper balance is no small task. It can’t be 
done overnight. Once balance is restored, 
we must continue to bend every effort to 
maintain that balance. Therefore, the Ac- 
tion Program for Gas Industry Develop- 
ment has been conceived as a permanent 
part of gas utility and gas appliance manu- 
facturing operations throughout the fore- 
seeable future. 

“The Action Program provides the per- 
fect vehicle for cooperation and unified ac- 
tion among utilities and manufacturers. 
The need for unified action has been recog- 
nized by Gas Appliance Manufacturers As- 
sociation and American Gas Association. 
The need for unified action has been recog- 
nized by our industry leaders. The need for 
unified action must be recognized and im- 
plemented by all components of our re- 
spective industries. 

“The time has come to take inventory for 
action.” 
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The first southern California showing of the 
new 1954 Servel gas refrigerator was made 
recently when W. Paul Jones, Servel president, 
unveiled the new unit at an informal presen- 
tation in the Biltmore Theatre, Los Angeles, 
Cal. In the picture above Mr. Jones, left, 
shows the new two-door model to vice presi- 





SERVEL SHOWS 1954 LINE IN SOUTHERN CALIFORNIA 


1 
: 


dent W. M. Jacobs and F. M. Foster, general 
sales Southern California Gas 
The new gas refrigerators will 
soon be available in volume to southern 
California buyers in three series, the Space- 
Wonder, Deluxe models, and the Automatic 
ice-Maker. 


manager, 
Company. 








Garden Theme In Incinerator Drive 

Flowers, rather than filth, will keynote 
the national gas incinerator sales campaign 
sponsored in June and July by American 
Gas Association. 

The Campaign sales theme is designed to 
encourage consumers to “go from garbage 
can to garden—with gas.” Suggested pro- 
motions include spring garden contests to be 
judged by garden clubs in the autumn. 

National advertising in support of the 
ncinerator campaign will be aimed at home 
builders and contractors through House and 
Home, Architectural Record and American 
Builder. 

Other incinerator promotion aspects in- 
-lude dealer door-openers such as flower 

ed packets and giveaways including plas- 
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tic fly swatters. The horticultural promotion 
theme can be furthered through dealer and 
utility sales cooperation with local florists 
to offer plant and shrubs as sales premiums 
for incinerator purchases. 

Additional avenues of promotion are 
dealer and utility tie-ins with local clean-up, 
paint-up, fix-up campaigns in swing with 
spring cleaning. 

Promotion pieces are highlighted by a 12- 
part display kit comprising pennants, jumbo 
price tags, streamer and poster. Other sales 
literature includes the Big 10 and sales- 
maker booklets on incinerators, plus givea- 
ways and premiums described in the 1954 
Catalog of AGA Promotion Aids, all of 
which can be ordered from the Promotion 
Bureau, American Gas Association. 


AGA PRODUCING NEW FREEDOM 
KITCHEN LAUNDRY COLOR FILM 


A gas kitchen-dinette-laundry, specially 
designed for builders and incorporating lat- 
est work-saving features, will be presented 
in a 12%-minute color movie to be pro- 
duced by the New Freedom Kitchen and 
Laundry Bureau, American Gas Associa- 
tion. 

The film, written and directed by RKO- 
Pathe’s chief script writer and featuring 
Hollywood actors, will be released for na- 
tional television and group showings. As 
the largest project of its type undertaken by 
AGA, as a PAR activity, this will be the 
official kitchen-laundry film of the Na- 
tional Association of Home Builders. 

The movie portrays the problem of a 
young couple with a growing family in an 
old home and outdated kitchen. This prob- 
lem is solved when they see a builder and 
buy a new home which has a New Freedom 
Gas Kitchen and Laundry. All told, a 
kitchen, utility, dinette and laundry, with 
gas water heater and incinerator, compactly 
fit into an 11 x 20 foot area. 

Gas companies can obtain prints of the 
film on the release date, August 20, in ad- 
vance of peak autumn sales and concurrent 
with National Home Week in September. 
Film distribution will also include 315 tele- 
vision stations throughout the country, 225 
local chapters comprising 27,000 N.A.H.B. 
members, and 10 million members of the 
General Confederation of Women’s Clubs. 

The kitchen-laundry was designed by 
George Cooper Rudolph Associates, in co- 
operation with equipment editors of 
Woman’s Home Companion. It will be col- 
orfully illustrated in the September issue of 
the magazine, with 10 million general cir- 
culation, which also will list names of all 
home builders who cooperate by duplicat- 
ing this exclusive kitchen design in a home. 

AGA will make available newspaper 
mats to link local gas company advertising 
with the magazine article, plus article re- 
prints, post cards, photographs, news re- 
leases and counter cards. Further details 
may be obtained from the New Freedom 
Gas Kitchen and Laundry Bureau, Ameri- 
can Gas Association. 





NEW GAS APPLIANCES 





Water heater 


A new 65-gallon, glass-lined commercial 
water heater, this new unit is designed espe- 
cially to generate high temperature (180° ) 
water for commercial purposes and at the 
same time, through an adjustable thermo- 
static mixing valve, will furnish general hot 
water. The unit also may be applied to gen- 
eral purpose hot water requirements for 
many other commercial establishments as 
well as large homes. Like the manufac- 
turer’s line of domestic gas hot water heat- 
ers, this commercial unit features Heetwall 
and Ceramitron construction. The unit in- 
corporates all AGA requirements. 

A.O. Smith-Burkay Model B-65. Perma- 
glas Div., A.O. Smith Corp., Kankakee, 
Ill. 
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regulatory practices. 


sary. 


Please submit resume 
held in strict confidence. 
Box 271 





POSITIONS OPEN 


RATE ENGINEERS 


Large established New York consulting firm has 
openings for Rate Engineers experienced in all 
phases of electric or gas utility rate making and 


These are staff positions with good salaries and 
advancement opportunities. Some traveling neces- 


Our employees know of these openings 


including experience, 
personal data and education. Replies will be 




















Openings for 
PUBLIC UTILITY 
SYSTEMS & 
METHODS MEN 


Established New York engineering 
and consulting firm has openings for 
men experienced in utility systems 
and methods. 


Applicants must be interested in 
training and development for work 
in the study, design and installation 
of ELECTRONIC DATA PROCESS- 
ING systems in accounting and re- 
lated fields. 


Write giving experience, 
age, earnings, etc. 
BOX 270 











MANUFACTURER'S 
REPRESENTATIVE WANTED 


The Carbomatic Corporation is now under 
new ownership and additional sales rep- 
resentatives are required to handle its 
gas-fired heat processing equipment in 
several geographical areas. As distrib- 
utor for Carbomatic, we invite letters 
from heating engineers or technical sell- 
ing groups now operating in such fields 
as industrial finishes, textiles, paper and 
related industries. If your company is 
well known to industry and considerably 
above average in sales ability, please 
write us. This is an important and ex- 
clusive franchise and we invite com- 
mensurate letters. 

Still Industries, Maplewood, New Jersey 








FOR SALE 


Four style 261700 Burroughs Bill- 
ing Machines. Two style 301700 Post- 
ing Machines—two to five years old. 
One Class 3700 Addressograph—Four 
years old. Box 269 











Coast Counties G&E Wins Ad Award 

The outdoor advertising campaign of 
Coast Counties Gas and Electric Co., San 
Francisco, Cal., has won first award in the 
continuous poster division of the 2nd an- 
nual creative local outdoor advertising 
awards contest, sponsored by Outdoor Ad- 
vertising Association of America, Inc., Chi- 
cago, Ill. 

The Contest was established as an annual 
event in 1952 by the Advertising Associa- 
tion to give recognition to local outdoor ad- 
vertisers for outstanding campaigns. Any 
local campaign conducted during the year 
1953 was eligible for this year’s contest. All 
categories of local business using outdoor 
advertising could compete and companies 
from all over the country submitted entries. 

Awards were made to the top three en- 
tries in each of nine divisions of the Con- 
test. Sharing in the award for each top entry 
were the advertiser, his advertising agency, 
the artist who designed the outdoor display 
and the local outdoor advertising company. 
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Besides Coast Counties Gas and Electric 
Co., awards were presented to: the agency, 
The McCarty Co., San Francisco, Cal.; the 
artists, Frank Davina, Nicholas M. Podich, 
and Vern M. Tueller, and the outdoor com- 
pany, Foster and Kleiser Co., San Fran- 
cisco, Cal. 


GAMA Votes Membership to 6 Firms 

Six new members who have joined the 
Gas Appliance Manufacturers Association 
are: 

All-American Metal Products Co., Phil- 
adelphia, Pa.; Chandler Co. of Cedar Rap- 
ids, la; Troop Water Heater Co., Pittsburgh, 
Pa.; Gibralter Corp. of America, Inc., 
Brooklyn, N. Y.; The Welsback Corp., 
Philadelphia, Pa., and Taymouth Industries 
Ltd., Toronto, Can. 

Delegates and alternates to GAMA as re- 
ported by the individual companies include 
William H. Bunten, president, and Walter 
S. Wisniewski, treasurer, for All-American; 
C. W. Chandler, secretary-treasurer, and 
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R. Stodola, engineer, for Chandler; H. F. 
Zempel, assistant manager, for Troop; Leo 
F. Flamm, president, and Alvin J. Polakoff, 
vice president, for Gibralter; Everett N. 
Garrett, plant superintendent, and Werner 
Zimmermann, plant engineer, for Welsback; 
and J. L. Franks, manager, and Leon Zak- 
rzewski, president, for Taymouth. 

The six increase total GAMA member- 
ship to 594. 


New Servel Air-Cond Trade Name 


The trade name Wonderair, employed 
last year by Servel’s air conditioning divi- 
sion to identify its room air conditioners 
only, now will be applied to the entire line 
of air conditioning products except for the 
larger volume water chillers. 

Also, the company has announced the 
appointment of Cain & Bultman, Inc., of 
Jacksonville, Fla., as distributors for all 
Servel appliances. The territory covered by 
these distributors includes southern and 
southeastern Georgia, and the northern part 
of peninsular Florida. 


Sales Winners Visit A.O. Smith Plant 


A score of sales executives of variou 
New England utility companies, winners in 
a water heater sales promotional campaign, 
visited Kankakee Works of A.O. Smith 
Corp. recently as guests of the firm’s Per 
maglas Div. 

The winners, all of whom doubled thei: 
sales of Permaglas products in the Novem 
ber-January period, were accompanied by) 
New England district representatives of the 
division. 

The sales promotion was created joint! 
by W. T. Halket, New England Permagla 
sales manager, and three distributors fo 
the division, M. L. Gearing, Gearing 
Stockburger, Hartford, Conn.; Robe: 
Lamey, Appliance Wholesalers, Inc., Port 
land, Me., and Alvin Zises of Equipmen 
Distributors, Inc., Boston, Mass. 
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a line 
of iron body, 
bronze key gas stops 


A complete line of iron body, bronze key gas stops, 

a few of which are shown, is designed and manufac- 

tured to meet the varied requirements and exacting 
specifications of the gas industry, All stop bodies are cast 
from close-grained grey iron for maximum strength, have 
chamfered thread ends, and can be obtained with galvanized 
or rust-inhibited black finish. The key, washer and nut are all 


cast from corrosion-resistant bronze for maximum life. The 


accurately machined key is ground and lapped into the body, 
assuring a gas-tight seal. Overtightening of nut will strip 
nut threads before breaking sturdy key stem — key 
cannot “blow out”. 
All stops are tested under 125 pounds air pressure while 
submerged in water. 
Tamperproof stops with blind pinned key have false ports 
which offer additional protection to the key when the stop is 
closed. This assures prolonged key life. 
These, and other fine ground key gas stops, are in stock 
for prompt shipment. Consult your Mueller No-B!o Gas 
Catalog No. 55 or your Mueller Representative, or 


write for complete details. 


MUELLER CO. 


Dependable Since 1857 


MAIN OFFICE & FACTORY DECATUR, ILLINOIS 
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H-11116 — Tamps 
straight way 
H-11118 — Tamps 
straight way 

Sizes 34" through 2 


Galvanized or black finish 


H-11110 — Tamperproof 
pares inverted ke 
Sizes 3/4" through | 

H- 112 — Ta 
lubricated inverted rk y 


H-11140 — Lubricat 
straight way 
H-11145 — Lut 


straight way 
Sizes 34" through 1!/, 


H-11102 — Lock wv 
Sizes 2” throug 
Sizes 2" thr 
galvanized {i 


H-11100 — Flat head, straight w 


Sizes 1/2” through 2 
Sizes 2" through 4 
finish 


H-11101 — Flat head, straight w 


with check 
Sizes 34" through 2 
black finish 


MUELLER 


H-11103 — Flat hea d, straight way 


with recessed | P thr 
Sizes 34” through 2" 
black finish 


H-11120 — Flat head, round way 


with inside | P. ~ j 
Sizes 34" through 2 
or black finish 


H-11130 — Flat head, straight way 


with drilled solid key 


H- beet wing, straight way 


with drilled solid key 
Sizes 34,” thro ug ]’ 
or black finis 


H-11410 — Fiat hea 
long Dresser : oupling 


Sizes 44",1", 11/4" and 2” 


finish 


H-11400 — Flat head, strc 


Dresser Ends 


Sizes 34” through 2” — black finis 
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™ Porous Sintered Bronze Element can be cleaned and re-used. 
™ Porous Sintered Bronze Element has controlled porosity. 
® Filter can be changed or cleaned without disturbing piping. 


@ Unit is compact, economical and functional. Contains large 
dust reservoir. Functions in either horizontal or vertical posi- 
tion. 


@ Positive seal-operating pressures to 150 P.S.1. 
= Unit can be supplied with or without insulating bushing 
METHODS OF INSTALLATION 


THE SPRAGU E METE?: 


COMPANY 
BRIDGEPORT, CONNECTICU 


WITH REGULATOR AND WITH COMBINATION WITH COMBINATION BRANCHES: DAVENPORT, IOWA © HOUSTON, 7 XAS 
METER METER & REGULATOR METER & REGULATOR LOS ANGELES, CAL. © SAN FRANCISCO, CAL. 





